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https://www.uryuhara.com/

Aiming to solve social problems by changing behavior 

through social marketing!

⚫ Professor, Faculty of Commerce, DoshishaUniversity; Director, The Social Marketing 

Research Centre

⚫ Research field: social marketing, organisational behaviour, organisational management

⚫ Committee members, etc:

• Science Council of Japan, 24th and 25th term, Affiliate Member

• Board member, Japan Organ Transplant Network

• External evaluation committee member for research projects, Ministry of Health, Labour

and Welfare 

• Japan Representative of the European Academy of Management 

• Board member, Japan Society for Health Marketing

• Editorial board, Health Marketing Quarterly

⚫ Books:

• Creating Better Society with Behavioural Science (2021)

• Broadening Cultural Horizons in Social Marketing (2020)

• Organisational Innovation in Healthcare (2012) etc.

⚫ Awards

• 58th Iwaki Prize of the Japanese Transplant Society (2022)

• 16th Yoshida Hideo Award (2018)

• 46th Medical Staff Research Excellence Award of the Japanese                                                        

Society for Clinical Renal Transplantation (2015)

• The 1st and 3rd Ryoukou Prize (2008, 2010)
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Building a better society
A 'wellbeing society for all', where no one is left behind.

Objective.

Goals, Target 
identification

Investigatio
n of 

influencing 
factors

Interventio
n 

formulation

Mounting 
and 

measurem
ent

Analysis 
and 

evaluation
follow-up

nonprofit 

organisation
enterpriseindividual

Government 

and local 

authorities

surround the 

individual

group

Behaviour change 

management
Encouraging behaviour change 

in each individual position.

key concept

Development of new 

technologies

social marketing

Institutional 

arrangements

Behavioural change towards solving social 

problems (achieving the SDGs )

approach

Building a better society from 'action'!

Using marketing concepts and techniques

People from various positions

take 'social good' action. The

accumulation of such actions

contributes to solving problems.

Based on behavioural science 

theory and mechanisms to 

increase effectiveness.

Uryuwara. (2021), Creating a Better Society through Behavioural Science p. 140-145.

Overall picture of my research
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Ppromoting behavioural changes in various areas

31 August 2021 ABEMA prime

March 2020, 'Press 1930'.

30 September 2021 Smart City Institute webinar

understanding of organ transplantation

infection control

vaccination

personal number 

card possession
15 November 2022, Nihon Keizai 

Shimbun electronic edition.

environmental conservation
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1995 ”Social Marketing: Strategies for changing public behavior” by Kotler and Roberto 

(1989), has been translated and published in Japanese.

Late 90s. Discussions on the introduction of social marketing in the health sector were started. 

2000 The use of social marketing was mentioned in the National Health Promotion 

Movement in the 21st Century (Health Japan 21), but it was not introduced in 

earnest.

2000s Some research has been done on the theory by researchers in the marketing     

field, but no implementation research has been initiated.

A brief history of social marketing in Japan.

2010s Implementation research was initiated in the health sector. 

A behavioural economics group at Osaka University reported the results of 

their research on cancer screening behaviour. Uryuhara has conducted 

a series of studies and reported on declaration of Intent to donate organ 

since 2014.
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Issues imperatives

① Cross-disciplinary social marketing research, such 

as in the fields of health medicine, economics, 

management and environmental studies, is not 

promoted.

Organisation promoting interdisciplinary 

research.

② Insufficient cooperation activities with research 

institutions, companies and local authorities.

Actors who provide leadership and 

coordinate diverse stakeholders.

③ Social marketing definitions, standards, processes 

and essential elements to be included are not well 

understood and disseminated. As a result, 

effective programmes are not developed and 

implemented.

Increase the number of people who 

correctly understand the definition, ethical 

guidelines and processes of social 

marketing.

Encourage a better understanding of the 
methods applied to social implementation.

Need for research centres that integrate interdisciplinary, 

basic research and social implementation research.

The road to the establishment of the Social Marketing Research Centre
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Yoko Uryuhara

Director.
Behaviour change management Sports & International Cooperation

Faculty of Sport Sciences, Doshisha University

IT system design

Psychology, Behavioural analysis
Faculty of Psychology, Doshisha University

Public and International Affairs

Management, HRM

Social Welfare, volunteering

Medical doctor, Public Health

Ultrasonic electronics

Behavioural economics

Hanae Endo

Masashi Okubo

Aiko Oya.

Aya Okada

Kamibayashi Norio

Lirong Chi

Takeo Nakayama

Tadashi Yagi

Jeff FrenchYoshiaki Watanabe

Haruka Fujihira
Social marketing

Graduate School of Business Administration, Kobe University

Graduate School of Information Science and 
Technology, Tohoku University

Faculty of Economics, Doshisha University 

Graduate School of Medicine Department of Health Informatics, 

Division of Social and Health Medicine, Kyoto University

Social Marketing,. 
Brighton University Business School

Department of Social Welfare, 
Ryukoku University Junior College

Faculty of Science and Technology, Doshisha 
University 

Professor Emeritus, Doshisha University

15 interdisciplinary members in 14 fields (2023)

Michikazu Koshiba

Global health
Research and Development Division, Mitsubishi UFJ 

Research and Consulting Co.

Yu Noda

Public administration
Faculty of Policy Studies, Doshisha University

Hiroshi Tamada Medical doctor, Internal medicine

Health Care Leadership Institute, NPO.
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https://www.jsocialmarketing.org

definition

message

research results, announcements, activity records
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The Social Marketing Research Centre

⚫ mission

To contribute to the development of academic research and the resolution of social issues by 

conducting interdisciplinary, multilayered and creative research on approaches to enhance      

social good behaviour and implementing the results in society.

➢ Develop: new cross-sectoral frameworks and methods that explore 'social good' and encourage pro-social behaviour, Japanese 

guidelines on social marketing based on international standards and consensus, educational programmes, and process models to 
optimise the resolution of social issues. Return to society.

➢ Educate: provide education to businesses, policy makers, civil society organisations and students on approaches that promote 

transformation to socially good behaviours that contribute to achieving the SDGs and solving social challenges.

➢ Empower: encourage and enable the wider use of social marketing to solve complex social problems.

Webinar seriesAnnual Research conference

⚫ once a month

⚫ Increase the number of people interested in SMSocial marketing research (academic journal)

⚫ ISSN acquisition, held by the Library of Congress.

Working paper

⚫ Published on homepage from time to time.

Establishment of databases 

aggregating information.

⚫ Japanese case study accumulation, etc.

Development of education 

programmes in line with 

international standards

Providing educational 

programmes for companies 

and local governments

Feedback research results to society

DEVELOP
Research on various topics (individual researchers)

EDUCATE EMPOWER
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Annual Research Conference: more than 150 people attended

13th Social Marketing 

Research Conference
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Webinar 'Towards a Greater social good’: 

to increase the number of people interested in social marketing

[2021]

⚫ Objective: to discuss and deepen understanding of 

"what is social good" from multiple perspectives

⚫ Theme

1. potential of Social marketing

2. social marketing at the Griffith,Australia (by Haruka)

3. Volunteer motivation

4. Measuring people-to-people communication

5. The rise of sport in international cooperation and 

research prospects.

6. Developing people from a producing perspective.

7. The development of management studies and 

human/society - what is social good?

8. Potential and challenges for the non-profit sector

9. Clinical behaviour analysis for lifestyle-related disease 
self-care.

10. Advance care planning

11. The past and future of healthcare: evidence, patient 

participation and co-creation

[2022]

⚫ Objective: to find contact points and 

development possibilities between diverse 

areas and social marketing

⚫ Theme

1. Behavioural public administration and social 

marketing

2. Enterprise and social marketing

3. Democracy and social marketing

4. Smart cities and social marketing

5. Conscience and social marketing

6. Animal welfare and social marketing

7. Seminar on new coronavirus infection control 

and public engagement and behaviour 

change
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5 research pillars and 6 working groups

① Research on the construction of a 

cross-disciplinary academic system to 

facilitate prosocial behaviour.

②Research on training people to 

increase social good behaviour.

③Research on the development of a 

behaviour change model of organ 

donation based on behavioural

science.

④Construction of a policy co-creation 

process including a behaviour change 

promotion model and well-being scale 

conducive to wellbeing

⑤ Research on social marketing 

optimisation processes and diffusion

WG1: Original Japanese research

WG3: Co-creation (local 

governments, NGOs, NPOs)

WG5: Case accumulation and 

dissemination

WG2: Various types of publications

• Explore ancient Japanese social good such 

as “sampo Yoshi”.
• Developing a terminology that suits the 

Japanese, including 'social marketing'.

• Planning and preparation of a 

systematic book including 'XXXX and 
Social Marketing'.

WG4: Co-creation (enterprises)

• Practical programme development for 

local governments and for NPOs and 
NGOs.

• Development of university education.

• Development of programmes for 
companies

• Developing national models and manuals for 

disease awareness.
• Co-creation happiness scales and policy co-

creation processes.

• Examine the requirements for social 

marketing to permeate enterprises.

WG6: Development of systematic 

education programmes

• Includes easy-to-understand case studies 

from abroad.
• Japanese case studies are explored and 

assessed to see if they meet the 8 

Benchmark Criteria.
• Building a show case database.
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WG6: Development of systematic 

education programmes

⚫ Creation of social 

marketing-based disease 

awareness manuals.

⚫ Exploratory research on what 

good things come from co-

creating social marketing 

(happiness scale).

⚫ Guidance on civic 

engagement and 

behaviour change

on COVID-19 

infection control.

Research activities over the past two years

⚫ Making a Breakfast Habit⚫ Co-creation of planning → 

implementation → 

measurement → analysis 

and evaluation

⚫ Sharing values with families.

⚫ Forest conservation 

action

⚫ Official 

website 

developed and 

operational.

⚫ Started regular lectures 

(undergraduate) at the university

⚫ Validation through development and 

implementation of training 

programmes

⚫ Development of social marketer 

certification criteria.

WG3: Co-creation

(local governments, NGOs, NPOs)
WG5: Case accumulation and 

dissemination
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The 8th NIKKEI FT Communicable Diseases Conference

Attitude survey on infection control measures

Survey method Online survey

Survey area Nationwide

Survey target Males and females aged 20 to 69

Sample size 1000 people

*Weighted according to age and gender

demographics

Survey period August 27 –August 30, 2021

Survey institution Nikkei Research Inc.

Research on on the intention of COVID-19 vaccination 

@ the 8th Nikkei-FT Infectious Diseases Conference(2021)

Behaviour

Perceived 
susceptibility

Perceived
seriousness

Normative 
beliefs

Motivation to 
comply

Control beliefs

Perceived power

Attitude 
towards 

behaviour

Subjective 
norm

Perceived 
behavioural 

control

Feelings about 
risk

Perceived risk

Self efficacy

Evaluation of 
behavior 
outcome

Interventions
(messages, 
measures)

Behavioral 
intention

※ The survey items were derived from a model based on the theory of planned behaviour.

Outline of Survey
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67.2%

Normative beliefs
(Vaccinations are required as a 

member of society)

Motivation to comply (My loved one wants me to be vaccinated)

Perceivedehavioural 

control

Perceived efficacy (vaccines prevent infection and severe disease)

It is recommended to consider intervention measures
in terms of influencing factors for each stage

Low factor in hesitancy group

➢ Daily infectious behaviour: 
eating in silence, wearing a 
mask and chatting after a 

meal, refraining from eating 
in large groups or for long 

periods of time, gathering 
information

➢ Attitudes: efficacy perception, 

normative beliefs, 
compliance motivation, 

control beliefs

Consistent messages

Information from 

family/friend(s)

Information from public 

authorities/newspapers

Feel close to the risk of 

infection

The common influencing 
factors for the March and 
August surveys were
"Perceived efficacy", 
"feeling expected by loved 
ones and society", 
"perceived risk of infection".

Behaviour

hesitancy 

and 
resistance

Un-

decided

Behavioural 

intentions
No action

Vacci-

nated

Vacci-

nations 

booked

9.0% 10.3% 13.5% 13.3% 53.9%

Research on on the intention of COVID-19 vaccination 

@ the 8th Nikkei-FT Infectious Diseases Conference(2021)
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24 October 2022, Nihon Keizai Shimbun morning edition15 November 2022, Nihon Keizai Shimbun electronic edition.
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Command post (agency in the cabinet for 

communicable disease crisis management): the most 

important role is A. final decision-making, execution, follow-

up of communicable disease control, including whether or 

not to adopt the measures proposed by the network of 

experts. They will also receive advice based on data 

analysis by experts on communicable diseases, risk 

communication, and social marketing regarding measures 

adopted, and encourage citizens to participate with B 'Tokyo Infectious Disease Statement 2022’

9thnfc_statement2022_en.pdf (nikkei.com)

<Actions required>

Short-term: 

(1) Reach a certain level of agreement regarding an exit 

strategy for COVID-19. For that, prepare a forum for 

dialogue among citizens, decision makers, and experts. 

Related parties including civil groups, NPOs, universities 

and other academia would host. Initially, several local 

governments would hold the 9 discussions by segment, 

and spread out from there. 

(2) Make practical guidelines for using behavioral 

science and social marketing. 

Medium-term: 

(1) To elevate efficacy of state and local government 

measures, foster experts in behavioral science and 

social marketing. Secure funding to do so.

(2) Consider development of a digital platform such as an 

app that can be used in normal times, and diverted in 

emergency situations. (Assume utilization online as a 

remote, non-contact, distribution-type digital dialogue/ 

communication tool)

Include social marketing experts in the command post function, 

train these experts and secure financial resources for them.

https://cdc.nikkei.com/pdf/2022/9thnfc_statement2022_en.pdf
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Seminar on civic engagement and behaviour change 

as a COVID-19 infectious control

Prof. French emphasised the importance of 

applying social marketing to policymaking 

and citizen engagement in social issues, as 

well as the need for Japan to develop human

resources for this purpose.
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④Setting behavioural goals, 

belief goals, knowledge 
goals and goals.

⑤ Clarification of 

influencing factors.

qualitative study quantitative survey

purpose of 
the survey

①Why can't we have breakfast?
②The relationship between 
breakfast and sleep.
Explore the feelings and reasons 
that cannot be quantified about the

①Whether breakfast is taken.
②Reasons for action and degree of 
knowledge.
To know the following.
(Testing hypotheses, ascertaining 
actual conditions).

Subject. 25 university students living in the 
Kinki region
8 working adults in their 20s from 
across the country.

Doshisha University students (127)
Company employee (20s) (12 
respondents)

study 
period

29 April - 1 May. 3 - 10 June.

method of 
investigati
on

Telephone-based interviews. Web surveys (Google Forms)

Method of 
analysis

Text mining, discussion discussion 
based on survey results.

Data analysis in Excel, sample 
surveys, analysis using SPSS 

behavioural goals

40% of the target group (in their 20s, 0-3 

times a week), 4 times a week or more.

Staple food + one nutritious dish taken 

every week during the month.

Please note that the paper is under submission and should be handled with care.

“Making a Nutritionally Balanced Breakfast Habit”

Socially desirable behaviour
Making a Nutritionally 

Balanced Breakfast Habit

behavior changeState of undesirable behaviour.

Targeting, 
behavior 
objective 
and target 

goals

Audience 
insight

Developing 
interventio
n strategies

Implement
ation and 

monitoring

Analysis 
and 

evaluation
follow-up
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Socially desirable behaviour
Making a Nutritionally 

Balanced Breakfast Habit

Please note that the paper is under submission and should be handled with care.

“Making a Nutritionally Balanced Breakfast Habit”

⑤Clarification of 

influencing factors.
⑥Value 

creation.

Competition

• sleep

• getting ready in the morning

• Intermittent fasting

barriers

• don’t have much time

• it’s hard to get up in the morning

• troublesome

• don’t incorporate eating breakfast 

into my schedule

• cost money

• lack of appetite in the morning

benefits
• have a clear head (improvement in 

concentration)

• it’s a source of energy to be active

• increased basal metabolism（be less 

likely to gain weight）

• be able to endure an empty stomach

• prevent rough skin

• relieve constipation

• it’s less likely to get sick

motivators
• breakfast is prepared

• presentation of simple recipes

• presentation of meal prep simple recipes

• presentation of high nutritional value

• cooperation with others(start making/

• eating breakfast together)

• presentation of nutrients

• Presentation of breakfast combinations

• popularity

Please note that the paper is under submission and should be handled with care.

behavior changeState of undesirable behaviour.

Targeting, 
behavior 
objective 
and target 

goals

Audience 
insight

Developing 
interventio
n strategies

Implement
ation and 

monitoring

Analysis 
and 

evaluation
follow-up
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• There's no time.

• cost a lot of money
• Presentation of simple cooking 

instructions (recipes).

• Nutritional presentation
• Benefit (value) All

• Not integrated into the schedule
• I don't want to prepare.
• Topicality.

• Cooperation with others 
(starting and eating together)

16 economical and easy recipes.

Always on view.

You will be notified the evening before.

Accompanied by seminar students.

Breakfast exhibition!

calendar

• Can be put on the fridge or 
hung on the wall = simple 
contact effect.

• Contains 16 days' worth of 
recipes
Recipe section at the top can 

be flipped over.

• Medical eco-activity quiz,
nutrients that can be taken, 

and other useful information.

• By peeling and sticking 
stickers
Progress is visualised

• Recipe development is 
supported by experts (co-
creation)

⑦Marketing mix planning.

Please note that the paper is under submission and should be handled with care.

“Making a Nutritionally Balanced Breakfast Habit”

Socially desirable behaviour
Making a Nutritionally 

Balanced Breakfast Habit

behavior changeState of undesirable behaviour.

Targeting, 
behavior 
objective 
and target 

goals

Audience 
insight

Developing 
interventio
n strategies

Implement
ation and 

monitoring

Analysis 
and 

evaluation
follow-up
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• There's no time.

• cost a lot of money
• Presentation of simple cooking 

instructions (recipes).

• Nutritional presentation
• Benefit (value) All

• Not integrated into the schedule
• I don't want to prepare.
• Topicality.

• Cooperation with others 
(starting and eating together)

16 economical and easy 

recipes.

Always on view.

You will be notified the evening 
before.

Accompanied by seminar students.
Breakfast exhibition!

⑦Marketing mix planning.

Please note that the paper is under submission and should be handled with care.

“Making a Nutritionally Balanced Breakfast Habit”

Socially desirable behaviour
Making a Nutritionally 

Balanced Breakfast Habit

behavior changeState of undesirable behaviour.

Targeting, 
behavior 
objective 
and target 

goals

Audience 
insight

Developing 
interventio
n strategies

Implement
ation and 

monitoring

Analysis 
and 

evaluation
follow-up

• Dedicated official LINE 
accounts distributed.

• Knowing which recipes
suit your mood and 
purpose

• Notification the day 
before, with reminder 
function.

line

custom

response
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A total of 16 recipes 

tailored to you will be 

suggested.

Once selected, the recipe is displayed.

Please note that the paper is under submission and should be handled with care.
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https://www.youtube.com/watch?v=mU_xssXMzpQ&list=TLGG211KqMOwp1UyMTA1
MjAyMw&t=192s
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Provide participants with a positive impression of breakfast 

by making them feel excited and attracted through the theme 

of breakfast.

Participatory experience where people are 

asked to choose which breakfast they would most 

like to eat with a few words.

“Making a Nutritionally Balanced Breakfast Habit”



The Social Marketing 

Research Centre
Doshisha University

To increase knowledge about breakfast by helping people understand the importance of breakfast, trivia, 

benefits of eating it, hindrances of not eating it, nutrients that are often lacking and possible health problems (acne, 

anaemia, lack of energy, obesity, constipation) that can be caused by it.

“Making a Nutritionally Balanced Breakfast Habit”
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25 September 2022 Mainichi Newspaper 

Morning Edition

Provision of calendar and line 

custom responses.

Hosted by students, who have the highest rate 

of breakfast deprivation!

Press releases and 

media attraction

⇒ Media exposure

⇒Maximising impact.

Measuring attitude 

and behaviour change 
in breakfast behaviour.

“Making a Nutritionally Balanced Breakfast Habit”

total of 234 people visited 

the exhibition
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Our activities were featured 

in ”One purpose” magazine.
(70,000 copies published and 
sent to current students, their 

parents and alumni of Doshisha
university).

Featured in ”One purpose” magazine (70,000 copies) 
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Forest conservation education programme

A game that uses SUGOROKU (Japanese backgammon)

to help students learn about forest conservation. ⚫ team competition

Fun!

Learning effect through dialogue

⚫ Winning conditions

High 💰 and 🍀 points and small 
difference between them

→ Important balance between money 

and nature
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⚫ Quantitative survey: 400 primary school teachers and 1,000 parents with primary school 

children were asked to watch the video and asked about their intention to use it.
✓ 79.4% of primary school teachers said they would like to incorporate this programme into 

their teaching.

✓ 83.6% of parents wanted their children to receive this education programme in primary school.

➔ We would like to introduce the programme in more primary schools and verify its effectiveness.

⚫ Programme introduction video
⚫ Materials used in the programme and their detailed 

manuals and instructional videos.

Forest conservation education programme
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Official website! ⇒Tool for listening to citizens' voices.

https://o-socialmarketing.jp

WG6: Systematic education 

programme development

Objective: to provide a tool to disseminate the basics of social marketing and 

create a forum for citizens' voices to be heard.

Feedback from visitors to the website

• The concept is clearly explained.

• It was very easy to understand with 

many familiar examples.

• The contrast with commercial marketing 

was understandable.

• Where and what kind of measures are 

currently being taken? ⇒Issues that 

need to be built on in the future
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Developing social marketing professionals.

◼ Current status of education on social marketing in Japan

• Lectures (15 lectures per session in total) for undergraduate students specialising in social marketing (not a degree 

programme) started at Doshisha University in 2022.

• The Uryuhara Laboratory trains social marketers.

• Beginner and intermediate level training for companies and local authorities was started during in 2022.

◼ Social marketer certification requirements

designation Accreditation Criteria requirements

assistant

social marketer
Be able to develop social marketing plan

・Completion of elementary training to international standards.

・Pass certification test

associate

social marketer

Be able to develop plan, implement the plan 

with collaboration with stakeholders, monitor 
the attitude and behaviour of target people, 
and analyse and evaluate the results.

・Completion of elementary and intermediate training to international standards.

・Reporting the results of social implementation at conferences and workshops.

・Submission of social implementation papers/reports

social marketer
Be able to advise others on the full social 

marketing process in their area of expertise

in addition to the above

・At least two experiences of the whole process, including social implementation

・At least two reports on social implementation research.

・At least one year of experience advising others on social marketing perspectives.

senior

social marketer

Be able to advise and train others 

appropriately on all social issues

in addition to the above

・Completed advanced training (train the trainer training)

・At least five years' experience in social implementation and advice in multiple social 

issue areas.

Guidance on civic engagement and behaviour change on COVID-19 infection control. , p.76-78.
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A Progress of Social Marketing in Japan

1. The history of social marketing in Japan and the road to the 

establishment of the Social Marketing Research Centre

2. Overview of the Social Marketing Research Centre

3. Research activities over the past two years

➢ Inclusion of social marketing experts in the Government’s COVID-19 measures

➢ Issuing social marketing-based guidance on COVID-19 measures

➢Building social marketing case studies in Japan (e.g. medical eco-

activities, forest conservation education programmes)

➢ Development of social marketing human resources

4. Future perspective

⚫ Research and write up 5- 10 case studies from Japan, and 

then start to build up a bigger bank of case studies on line. 

⚫ Develop a one-week summer school training programme on 

the concepts and methods of social marketing and behaviour

change, and promote it to policymakers, local and national 

governments.
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Thank you very much !

‘Largest Organ Donation Awareness Lesson’ as a GuinnessWorld Record™ Challenge

The Social Marketing Research Centre, 

Doshisha University
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